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Abstract

With the coming of big data era in China, a comprehensive set of skills re-
quired of marketing talents include professional marketing knowledge, com-
puter technique, creative and critical thinking, as well as big data thinking. All
these skills are crucial for them to succeed in the increasingly competitive
global job marketplace. In order to adapt to this era, this paper develops a
marketing talent training strategies in our Generation Z students via interdis-
ciplinary education, integration between industry and education, pay more
attention on fostering creativity in the class and develop students’ personality.
This is critical to promote big data thinking with marketing course contents
and will be the focus of our future education. Also, author’s opinion of this
paper aims as a reference for other rapidly developing countries in the mar-
keting education.
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1. Introduction

As a hot spot of science and technology today, big data has a crucial role to play
in promoting internet technology, setting off a wave in both academia and busi-
ness. Closely related to various fields such as cloud computing, artificial intelli-
gence, 5G technology, big data has gradually become one of our national strate-
gies in accelerating our national economic development. Though big data indus-
try is still in the exploratory stage in its technological development and applica-

tion, it’s obvious that data-driven research on dynamic finance, market place and
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operation management will be the focus of future business and marketing edu-
cation.

Nowadays, an emerging workforce is the Generation Z (year of birth between
1995 and 2009) therein majority of them are about to graduate and enter the
workforce (Goh & Lee, 2018) [1]. Generation Z takes up over 20% of total jobs'.
Despite the pivotal role of this generation in the workforce, limited studies have
been conducted to reveal their general workplace attitudes. Some studies have
found the workplace traits of Generation Z to display confidence, embrace team
dynamics, seek future career assurance, and desire workplace delight with prefe-
rences for independence to being micro managed (Ozkan & Solmaz, 2015) [2].
Generation Z also wants companies to acclimate to social media, offer oppor-
tunities to work in more than one country, and provide ongoing feedback over
formal annual appraisals (Self et al., 2019) [3]. Most of them have a higher aware-
ness related to personal welfare and emotional experience, and they also pay more
attention to getting a sense of achievement from work, pursuing the intrinsic
value of work (Li, 2019) [4].

So what should university do to cultivate Generation Z talents so as to help
them better and quick join the marketing workforce after graduation? Since very
few studies have been conducted on the combination of big data and Generation
Z talent training in marketing, there is an urgent need to work out and/or pro-
vide applicable solutions to some basic related problems, queries, etc. Based on
previous research on both Generation Z and talent management, this paper ex-
plores the requirements of marketing talents under the big data era, develops a
talent training model to focus on some practical issues in order to better culti-
vate Generation Z in marketing that might help promote the reform of market-

ing teaching and the improvement of the existing talent training mode.

2. Literature Review

2.1. Status Quo of Talent Training

Lack of technical-orientation thinking. Normally most universities in China have
more than 50 students in a business class, lectures still dominate the whole teach-
ing process. Therefore teachers spend lots of time explaining terminology, theory,
concept, and marketing model in a 45-mins class. Although examples and cases
have been provided to support understanding, there is no practice at all in the
class. In the new era, marketing oriented by technology is made easy in that the
big data platform can provide more accurate portraits of each consumer. Based
on these data, the marketers can more easily implement precise marketing.
That’s why universities need to think about how to cultivate students majoring
in marketing to maintain sensitivity to technology, rather than learning theories
and concepts in class.

No practice included in the training programs. Most marketing personnel

'IMD. IMD world talent ranking. 2020 [R/OL] (2021-01-10).
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training programs preferably focused on theories, knowledge, rather than prac-
tice, which prevent the graduates from adapting quickly to the real working en-
vironments. With the development of Internet economy and big data, speed of
knowledge updating is increasingly fast. Simple SWOT analysis and marketing
theory cannot keep pace with the time, so integration of big data into some rele-
vant courses should be included in the programs. Although some colleges and
universities realized such a demanding situation, a complete and systematic
training program for big data marketing talents has not yet been formed. There
is an urgent call for reformation.

Lack of individualized training. Generation Z have specific characteristics, they
would like to pursue what they like, and they have a higher awareness of achieve-
ment. However, both family and university emphasis more on employment orien-
tation. Generation Z tend to choose marketing major because their parent or the
society want them to do so. They learn things because of different examinations,
but not out of their interest. Apart from unified examinations, scheme of work,
teaching, notebooks and materials, teaching methods, assessment, and unified
evaluation system, the students’ brains are flooded with all kinds of established
ready-made cultural knowledge. Therefore, no room has been left for their crea-
tion and innovation, which is detrimental to the development of students’ per-

sonality.

2.2. Requirements of Marketing Knowledge under the Big Data
Era

As a strong practical discipline with high application requirements, marketing
developed rapidly over last few decades. With the development of technology
and the era of big data, a somewhat mature marketing theory system has been
formed, and marketing activities have become more complicated and diversified,
ranging from product-orientated to market-orientated, then to customer-orientated
today. Modern marketing theory centered on the needs of each target customer
has been proposed, together with the new concept of e-marketing, database
marketing and precision marketing in the era of big data. The marketers use
these new marketing theories to attract customers, to satisfy customers, etc. They
can make full use of big data to collect, analyze and organize products, custom-
ers, markets, and even competitors information, so as to improve marketing ac-
tivities, expand marketing channels, target potential consumers, and so on. There-
fore, marketing knowledge under the big data era requires various abilities or
qualities in terms of personnel or industry.

Big data thinking abilities. Each industry has its own unique way of thinking.
In the era of big data, the way of thinking is changing, it requires population rather
than samples (full data thinking); efficiency instead of accurate (fault-tolerant
thinking); relevant analysis and understanding instead of causality understand-
ing (relevant thinking). These changes require abilities of gaining knowledge and
insight into the future from a large amount of data. As it is known to all, with

the data collection function of mobile devices, consumers’ behaviors can be rec-
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orded at anytime and in everywhere, each of them produces a lot of behavioral
data every day. However, the behavioral data of the internet is objectively rec-
orded, providing more possibilities for marketers to explore the authenticity.
Under such a basis, marketing class activities should take full advantage of big
data, ie. volume, velocity, variety, value and veracity, using visualization model
to help students break the traditional thinking paradigm, so as to maximize the
value of marketing’s big data thinking ability. Only by cultivating interdiscipli-
nary marketing talents with such data thinking ability can we adapt to the culti-
vation requirements for the big data talents.

Big data literacy abilities. Data literacy ability is a continuation and expansion
of media literacy and information literacy ability, which includes data sensitivity,
data collection ability, data analysis and processing ability, using data in deci-
sion-making ability and critical thinking ability. Marketing education in this era
requires the knowledge of combination of marketing, statistics, computing and
electronic information. Take marketing research course as an example, it con-
centrates more on the combination of offline measurement and online mea-
surement, the combination of substantive problems and online data, the combi-
nation of simple random sampling and real-time data.

Big data extension abilities. Data extension ability refers to the ability to ana-
lyze and process existing data to solve marketing problems, it includes data ac-
quisition ability, data management ability and data application ability. People
who master multiple professional skills of how to use big data to do marketing
will be more competitive in decision making. Therefore it is highly recommended
that the “big data + marketing” talents training model be practiced in marketing

class activities.

2.3. Steps for Developing a Talent Training Model of Marketing

Based on the previous literature, a systematic step is developed to construct the
talent training strategies related to marketing class under the ear of big data, in-
cluding three steps, as illustrated in Figure 1.

The first step is to investigate the current status of each universities’ Genera-
tion Z student, including their personalities and knowledge background, find
out the existing problems of talent training related to marketing. The second
step aims to determine the training objectives for developing interdisciplinary
and big data thinking talents in marketing. The detailed objective are illustrated
in Section 2.2. the third step construct a new talent training model for marketing
in China, which includes four parts, ie. fostering creativity in the class; interdis-
ciplinary education; personality development and integration between industry
and education. The characteristics and steps of each part of the talent training

strategies are discussed in chapter 3.

3. Strategies to Cultivate Generation Z in Marketing

Business schools have recognized the need for revolution for almost 20 years
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Figure 1. A systematic step for constructing the talent training model.

(Pettigrew & Hommel, 2013 [5]; McIntyre, Hite & Richard, 2003 [6]). The mar-
keting education literature has recognized that preparing students for marketing
careers require more than content knowledge, the following skills are required as
well, e.g. people skills, teamwork, communication, leadership, negotiation, criti-
cal thinking, computer technology, public speaking, etc. How should we incor-
porate various marketing skills and big data thinking into the marketing curri-
culum is subject to further investigation. Marketing students will be entering a
business environment that requires the skills, possessing the ability to adjust ra-
pidly to a new environment. More importantly, they need the skill to create new
solutions to business challenges when they are studying in the colleges or uni-
versities, then the following four strategies are recommended for colleges and

universities in cultivating Generation Z talent in a marketing class.

3.1. Fostering Creativity in the Class

When communicating with the marketplace, marketers need to continually re-
view the buyer-seller exchange process and the emotional impact on consumers
that result from the exchange process and the product experience. They should
look at environmental changes that potentially affect the communication and
exchange process. They also need to respond to new environmental and compet-
itive conditions with innovative and creative solutions. As the society advances,
the need for novelty with social value increases. The academic community needs

to modify the current marketing curriculum to develop “creative” marketers.
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A good marketing class should provide more than the accepted content of the
discipline, which is beneficial to the development of creativity among the stu-
dents. Through presentations and various classroom activities, a really good mar-
keting class could encourage the students to step out of their comfort zones and
challenge their beliefs and understanding of the world, embracing new ideas, con-
cepts and theories. Students will not create unless they are well-motivated by the
teachers and are given enough time.

Take marketing management course as example. When asking a marketing
manager to differentiate a pizza restaurant to from nearby competitors, what can
you expect him to respond the challenge in using of 4Ps creativity? Answering
such a question has a lot to do with developing students’ creative thinking in the
classroom. To start with some general creative exercises, exercises that require
the students to offer a solution to problems, they can discuss together, and come
up with various answers, which should not necessarily be connected with the
logical extension of prior experience. After practicing general creative problem
solving, the students are challenged to apply creative problem-solving skills to
marketing situations relevant to course (e.g. the concept of 4Ps). There is no de-
finitive set of activities for exercising creativity. One can find expressions of
creativity in every walk of life and one can apply creativity in virtually every sit-
uation. Creativity exercises must remain as unconstrained as possible, providing
maximum freedom of choice. Successful marketers need to be creative thinkers
and practice creative thinking to resolve various marketing issues. It is also be-
lieved that fostering creativity in the class in this way can enhance the students’
interests in learning marketing theory.

Listed below are sample steps used in the class to fostering creativity in mar-
keting course.

Encourage students to think beyond the ordinary. Students can solve the prob-
lem in whatever their think from wide range of disciplines or any customer at-
tract strategies. e.g. Cognition psychology; math; economic perspectives; logic
problems; interpret stories; create jokes; create stories; etc.

Integrate marketing concepts, definition of 4Ps in Marketing. From the pers-
pective of cognition psychology, how can we better packing or design the prod-
uct; from economic perspective what pricing strategy is most appropriate; In this
step, students are required brain-storming to discuss other relative marketing
concepts to solve the problems, like SWOT analysis, new product development,
AIDA model, integration communication through different channels, and so on.

Develop presentation skills and team-work skills. Present results in teams to
answer the questions, ie. a marketing plan by PPT. It should include creativity
and imagination of business slogans, business logos, and creative briefs for an

advertising campaign, etc.

3.2. Interdisciplinary Education

Following the “new business” talent training goals and models, it is necessary for

us to establish a complete interdisciplinary curriculum system, integrating com-
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puter science and big data analysis into marketing courses, and optimizing the
integration of data technology, capabilities, and marketing concepts as well.
Such courses should include big data marketing, big data customer relationship
management, refined operations, etc. During the class, the contents should focus
more on solutions to the problems of various marketing application in the “5G +
mobile internet era” scenarios, allowing Generation Z to start from actual cases,
Le. from problems to practice, and cultivating Generation Z to think of complete
scenarios, processes and operations to solve the problems.

Calls for an interdisciplinary education are not new, yet higher education in-
stitutions remain notoriously stubborn in changing their unidirectional, hierar-
chical and disciplinary approach to teaching, and interdisciplinary research op-
portunities are rarely found (Ferreira & Tilbury, 2012 [7]; Wals, 2010 [8]). Ac-
tually, an interdisciplinary education does not require expertise in every discip-
line, but rather a willingness and ability to interact, communicate and learn from
different perspectives. Encouragement of students capacity to think in an inter-
disciplinary manner is effective. For example, students work in groups in tuto-
rials to develop a group presentation that addressed a key marketing ethical is-
sue, such as deforestation to produce high quality product. Student is encour-
aged to tackle this issue from perspective of business, consumer behavior, fina-
cial management, environment science, even psychological discipline, and the
content of that issue is interdisciplinary.

The curriculum system is the first part of the talent training strategy. The in-
terdisciplinary education to marketing talent at the university level is mainly
composed of curriculum setting. Basically, in china, curriculum systems always
consist of basic public course, basic discipline course, professional course and
professional compulsory course. In this paper, according to the concept of inter-
disciplinary education as well as the nature of marketing class, curriculum sys-
tem could be divided into the following six categories in order to achieve pre-

vious talent training objectives, as illustrated in Table 1.

Table 1. The curriculum system of talent training for marketing.

Curriculum category

Curriculum content

Basic public course

Basic discipline course

Professional compulsory course

Professional elective course

Practical course

General education course

University English; University math; Probability theory and mathematical statistics; Computer

technology; Freshman seminar; Ideological and political theory.

Marketing Management; Marketing Processes and Planning; Human Resource Management;

Organizational Behavior; Marketing Insights and Analytics; Marketing Intelligence.

Research Project; Digital Marketing; Integrated Marketing Communications; Marketing
Information Technology Systems.

Innovation and Commercialization; Business Data and Numerical Skills; Digital Business in

Practice; Operations Management; Managing Customer Experience; Professional Identity and

Practice; Work Experience; Global Business Environment.

Course practicum; Internship; Graduation project.

Course-related to humanities; Course-related to social sciences; Course-related to computing

and technology.
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3.3. Personality Development

Generation Z have strong personality. In the academic context, individual fac-
tors appear to have the most significant effects on students’ learning outcomes
(Hendy & Biderman, 2019) [9]. Generation Z was born between 1995 and 2009,
it is a pivotal and a significant emerging workforce that need to be reckoned
with, as they will be the future market leaders. Limited studies have been con-
ducted to reveal their personality and general workplace attitudes. Such studies
have found Generation Z to display confidence, embrace team dynamics, seek
future career assurance, desire workplace delight, and prefer independence to
being micro managed (Ozkan & Solmaz, 2015) [2]. Therefore, whatever the tal-
ent training goal design, courses design, or class activities design during the
class, it is necessary to highlight their individual development in the learning
process. We need to fully analyze the Generation Z students’ knowledge back-
ground, understanding their personalities and developing course content and
designing case studies with the times to develop academic motivation and in-
terests. Also, it is necessary to select and use of suitable teaching materials, use
loose-leaf teaching materials and practical training materials instead of tradi-
tional textbook. Integrating professional courses into curriculum ideology and
politics, so as to make sure each student has a good ideology and morality. Be-
side creative thinking courses and major courses, selected course could be set
up so as to meet personality development, like traditional art, tea art, vocal mu-
sic, Chinese Kongfu, cultural appreciation between eastern and western, and so
on. Meanwhile, highlight students-centered teaching approaches, adopt different
teaching methods to arouse their interests, so as to arouse students to learning
initiative, the most popular teaching model such flipped classroom, hybrid on-
line and offline teaching, MOOCs which could be favored by younger genera-
tion. Moreover practical projects should be provided after class to promote the
students’ ability to transform knowledge into action skills. Such projects aid con-
siderably in cultivating the students’ big data thinking ability in a real business
environment, Ze.: to tap market opportunities from massive data, predict market
demand, and analyze consumer behavior to implement their ability to precision

marketing.

3.4. Integration between Industry and Education

Social division of labor is becoming more diversified and more refined under the
era of big data, it is foreseeable that demand for big data marketing talents are
dramatically increasing in the following decade. Under this background, it is
necessary to develop close relation between education and industry to create the
generation Z’s big data marketing abilities. Integration between industry and
education refers to the cooperation between enterprise and universities, and its
cooperation is the basis for creating favorable environment for marketing stu-
dents.

The paradigm in the integration between industry and education is creation of
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universal information and big data space. Information and data used in commu-
nication between people, and in educational and industrial activities play a cen-
tral role in contemporary society. In business, consumer behaviors influence the
marketers to conduct target market activities so as to attract more potential cus-
tomers. The creation of universal information and big data space could either
better help exchange information in education and industry, or facilitate the ac-
celeration of scientific and technological progress. On the other hand, coopera-
tion between enterprises and universities or colleges in the contemporary socie-
ty, can better solve the problem of unemployment. Moreover the demand for
staff would greatly influences the ways and methods of professional training of
marketing student.

To sum up, the integration between industry and education is the merge of
educational process with industrial activities, which facilitates the process of
adaptation of the marketing student to the conditions of future professional
field. Therefore, the best way for colleges and universities is to adjust the current
talent training mechanism in cultivating professional big data marketing talents.
They can combine various factors such as the talent needs of enterprise, joint
cultivation of the students’ professional competence, combination of theoretical
knowledge and superb practical skills, etc. At the university level, the students’
theoretical knowledge can be supplemented and improved from the professional
marketing courses, while at the enterprise level, the students’ practical skills can
be further strengthened under the “theory + practice” curriculum system. Only
in this way can we realize the integration of industry and education to cultivate

big data marketing talents.

4. Conclusions

Since the development of big data has pushed various fields into the digital pa-
radigm, the marketing talent training strategies in education needs to be conti-
nuously adjusted to improve the students’ data thinking ability, data literacy
ability and data extension ability. In an ever-changing environment, “big data
and creative thinking” is an effective way to train data marketing talents by for-
mulating talent training goals reasonably and timely, plan personalized content
scientifically, and innovate training programs continuously. It is suggested that
colleges and universities should cultivate big data marketing talents from the in-
tegration of industry and education, highlight personalized teaching, strengthen
interdisciplinary joint training program, strive to drive the development of mar-
keting with big data as the guidance, so as to improve the training of big data
marketing talents. In addition, when cultivating talents for data marketing, it is
necessary to make timely adjustments to the talent training mechanism based on
actual conditions and market needs.

While this paper provides insights into training Generation Z talent in mar-
keting, there are limitations for future researchers to follow. Firstly, although we

have gained a lot from literature review, our research is exploratory in nature,
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quantitative research could obtain a large amount of data so as to provide more
objective fact to build talent training model. Secondly, given that the paper could
only come up with a conclusion based on the situation of China, the results may
also provide a guidance for other countries, however with cultural different, it
should be pointed out that developing talents for market talent is a long-term
process, future research is expected to bring more case studies from other cou-
turiers so as to bridge the gap, paving way for future researchers to conduct a

more comprehensive research.
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